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II. Introduction  
Recently, cities such as Bilbao, Shanghai, and Dubai have all successfully 
used architecture to enhance their image and elevate their position in the world. 
Also, buildings that are currently under construction in the Far East, the Middle 
East, the United States, and Europe are attempts to redefine urban, regional, and 
even national identities.  One can observe how important architecture is to 
branding and vice versa.   
 
In order to understand Branding in Architecture we first need to define a brand.   
What is a brand? 
 
1. A trademark or distinctive name identifying a product or a manufacturer. 
2. Kind, grade, or make, as indicated by a stamp, trademark, or the like 
3. A kind or variety of something distinguished by some distinctive 
characteristic 
4. A distinguishing symbol, mark, logo, name, word, sentence, or a 
combination of these items that companies use to distinguish their product 
from others in the market. 
 
-Source: Dictionary.com 
 
 
Famous Brand/Product Slogans 
 
Company  Slogan        
 
Sprite   Image is nothing. Thirst is everything. Obey your thirst.  
Nike   Just Do it  
Coca Cola   The Real Thing  
L’Oreal  Because you’re worth it.  
VISA   It's everywhere you want to be  
Apple Computer  Everything is easier on a Mac  
Dell Computer  Easy as Dell   
eBay    The World's Online Market Place  
Yellow Pages   Let your fingers do the walking.  
McDonald's   I'm loving it!  
 
-Source: http://www.buzzle.com/articles/famous-advertising-slogans.html  
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What is your favorite marketing slogan? 
My favorite, Sprite “Image is nothing.  Thirst is 
everything.  Obey your Thirst”.  If you break down 
the words it implies that Sprite doesn’t have an 
image and it’s more about the beverage or product.  
Dissecting these statements, it doesn’t make sense 
because the image or “hook” is that they don’t have an image, but that is not true 
because not having an image, is the image therefore defeating the purpose of tr  
ying not to have a marketing gimmick.   
Together, products and technological media form a potent formula that has 
transformed into the art of shopping.  Shopping is the medium by which the 
market has solidified its grip on our spaces, buildings, activities, and lives.  
Shopping is arguable one of the last remaining forms of public activity; more 
specifically in the teenage years.  The Generation Y (1982-1994) and Z (1995-
present) are a large demographic, as are the supposed potential future generations.  
Within the last few decades it has become the trend to gather at the “mall”.  It 
seems as if this shopping trend will only grow into every intergenerational 
pastime.   
Shopping has had the ability to colonize, almost every aspect of urban life.  
Every project type now has some form of shopping (product/brand) ie, town 
centers, suburbs, streets, train stations, museums, hospitals, schools and even the 
military.  Airports are becoming more profitable by converting travelers to 
shoppers. Even museums are turning to shopping to survive.  Since 1992, gallery 
space in the United States has increased 3% while museum stores space has 
increased by 29%.  
-Source: Harvard Design School Guide to Shopping: Project on the City 2 
  
 Some architects disapprove of using branding as a way to market a 
product to a building. Yet they use shopping configurations to help aid the 
attendance in museums and universities, so why not bring branding to the 
forefront rather than being ashamed of it?  Other architectural firms, such as 
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Perkins and Will, and Gensler, have been using branded environments.  They 
have a special research team that helps define the product, buyer, and the seller, 
and analyzes how spaces should be configured to best suit those needs. 
 
The Branded Environments group of Perkins+Will helps clients get closer 
to their customers. Branded Environments has delivered strategic brand 
communications, sales tools and environments for the nation's most recognized 
brands. Organizations such as Hallmark, DuPont Antron, Ogilvy & Mather, 
Haworth, Northwestern University, Chicago Tribune and Tootsie Roll have all 
benefited from branded environment innovations. This research-driven creative 
service is internationally recognized for leveraging design as a corporate asset. 
Compelling two and three-dimensional contact points are created to communicate 
the company's brand, enhance culture and achieve corporate goals. A dedicated, 
multi-disciplinary team includes specialists in strategic consulting, brand 
development, research, marketing communications, graphic design and interior 
architecture. 
-Source: perkinswill.com 
 
Branded environments extend the experience of an organization by having 
distinguishing characteristics as expressed in names, symbols and designs.  
Components can include, but not limited to: finish materials, environmental 
graphics, way-finding devices and signage and/or identity systems.  The benefits 
include improved brand position and communication, better customer recognition, 
differentiation from competitors and higher perceived value from investors.   
The role that architecture can play as catalyst in marketing product’s and 
its users has been a largely underutilized resource.  Branded Architecture can 
make positive strives in the way we associate, learn, and think about specific 
cities, towns, neighborhoods, and even individual buildings.  
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III.  Problem Statement 
Using Architecture as a branding strategy often fails to establish sensitive 
connections to particular contexts by imposing standardized forms and formulas 
on the urban landscape.  I want to reexamine the relationship between branding in 
architecture.  True branding elements are more site and project specific than in 
previous works.  The fundamental goal in redefining branding in architecture is 
creating specific spaces or environments that engage the public all while sending 
the message of the brand via programmatic, structural, and/or architectural issues.  
These elements mentioned are just a few components, however, they can help in 
enforce company’s goals or product and the user’s activities within the strategic 
designed spaces. 
 
IV.  Project Statement  
I am proposing a Master Plan of a 26 acre (1.4 million sq. ft.) development 
on top of the West Side Railyards near Midtown Manhattan.  Midtown Manhattan 
in and of itself has a brand and I would like to design within it.  
 
 
Aerial Photos 
9 | P a g e  
 
 
V.  Program Outline/ Interrelations and Adjacencies/ Narrative 
Narrative 
Modeling other urban developments (such as Rockefeller Center and the 
World Trade Center Redesign), developing an ongoing program based upon 
strategic spaces that start connecting to the surrounding context.  The primary 
focus will be creating a destination that anchors the Highline in connection with 
public green space. While examining Manhattan, there seems to be a lack of green 
space towards the Midtown area, so many of the programmatic issues will address 
this problem.  
Interrelations and Adjacencies 
Program Elements will be governed by pedestrian accessibility 
 The Highline (1.5 miles of existing elevated railway spanning from 
Greenwich Village to the Westside Railyards). 
 Subway (7- line extension) 
 Bus Stops (near the Javits Center) 
 Javits Center (public exhibition space)  
 Penn Station 
 Madison Square Garden 
 The Empire State Building (popular tourist attraction in Manhattan) 
 34th Street District (multiple blocks of retail) 
 Surrounding Residential Neighborhoods (Hell’s Kitchen, West 
Chelsea, and Farley Corridor) 
 
Program Outline/ Area Allocations:  
 Connection to the Highline and a Pier that bridges over highway 
 
 Housing………………………………………………….1,000,000 sq. ft 
 Office Space.………………………………….………....1,100,000 sq. ft.  
 Cultural Center……………………………………………...75,000 sq. ft. 
 Retail/Commercial Space………………….………………875,000 sq. ft. 
 Fitness Center………………………………………………..50,000 sq. ft. 
        
          Total: 3,000,000 sq. ft.    
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VI.  Program Themes/ Architectural Intentions 
 
 The goal is to create a series of towers that specifically focus on anchoring 
the Highline as a destination all while enhancing the “New York Experience” of 
the surrounding context.  One missing component in New York City is a self-
guided exploration while above the ground.  There are instances where you can go 
to the observation decks of buildings and look out, ie Empire State Building and 
the Top of the Rock (Rockefeller Center), even taking a helicopter ride to name 
some examples.  However there isn’t a way of experiencing Manhattan above 
ground level whereby the pedestrian can engage its surrounds in a more dynamic 
way.  This was until the announcement of the Highline being restored and made 
into a pedestrian walkway that links Greenwich Village to the Westside Railyards.  
Currently, this elevated railway terminates at the Westside Railyards site.  I want 
to use this under-utilized walkway as the anchor of my development and 
specifically create spaces that embrace  
The brand will be re-identifying the unused railyards, due to its proximity 
to the highline, Javits Center, Pennsylvania Station, Madison Square Garden, the 
Hudson River, and is the intersection of the West Chelsea, Hell’s Kitchen 
Neighborhoods, and the Farley Corridor.  It’s ability to adapt and mold all of 
these elements in a new innovative way will be the product of the brand.  It will 
harness the potential destination of the Highline as a way to draw more people 
into the development which includes retail, exhibition, mixed use, and public 
spaces.  Each of these programmatic elements are then made into towers to aid in 
the visible connection to Midtown Manhattan; which truly is a series of elevated 
skyscrapers.  
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VII. Site Identification and Rationale 
 
The vision for the 
Hudson Rail Yards in New 
York’s far west side is to 
transform this underused area 
into a place where New 
Yorker’s and tourists will want 
to live, work, play, and visit.  
The location will allow for the expansion of midtown’s central business district 
and to secure the city’s economic future.  The Hudson Yards will provide 
opportunities for the desperately needed office space, convention center 
expansion, and residential growth that the city will need to see in the next few 
decades.  The New York region anticipates that they will need to accommodate 
over 440,000 new workers that will require a total of 111million square feet of 
office space by the year 2025.  There are not many sites left in Midtown that can 
accommodate new office buildings.  Studies show that at most New York only 
has 20 million square feet left for the needs of these office buildings.  The Hudson 
Rail Yards in one of the last frontiers available in Manhattan.  This area has 
enough acres to meet the public responsibility to keep providing job and housing 
opportunities for all New Yorker’s.  The footprint is larger than Rockefeller 
Center’s and the potential for more commercial and residential space than ground 
zero.   As said by Manhattan’s governor David Patterson that the future 
development would “send an enormous signal of confidence in New York City’s 
future.” 
 The site context of the Hudson Rail Yards is located on Manhattan’s West 
Side between the west side highway and 10th avenue and between 30th and 33rd 
streets.  The site is 26 acres of rail yards where dozens of tracks leading in and out 
of Pennsylvania Station carve through the site.  It is 6 square blocks where a 
string of parking lots and old industrial buildings flank the tracks to the south.   
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A. Comparison to Future BRAND Development in Manhattan: 
The World Trade Center Redesign 
 
The new World Trade Center is to be completed over the next decade 
providing nearly 10 million square feet of 
commercial space.  The site context of the World 
Trade Center is approximately 16 acres.  On these 
16 acres is the new Freedom Tower that will taper 
into eight tall isosceles triangles forming a perfect 
octagon at the center.  The top will be illuminated to 
evoke the torch of the statue of liberty.  The Freedom Tower will retain the height 
of the earlier design at 1,776 feet tall.  This symbolizes the year that the United 
States declared its independence as well as a memorial to the twin towers.  There 
will also be a memorial built in remembrance of the events of September 11, 
2001.  There are entrances on all four sides of the tower which are open, 
accessible, and connected to the community and street life.  The building’s base is 
shrunk to 200 square feet same as the original and is set back 90 feet from the 
street to add more grade level space for emergency vehicles as compared to only a 
25 foot setback in the original.  This building is meant to be the country’s safest 
with a steel frame vertical core that is enveloped by 2 feet of solid concrete.  In 
the core there is an emergency fireman’s lift as well as emergency systems like 
generators, pressurized ventilation systems, and high capacity water storage for 
the sprinklers.  Other notable features about this design proposal is that it also 
strives for high sustainability levels by using state of the art energy saving 
technology.   
 Looking at the World Trade Center proposal it comparison to the Hudson 
Rail Yards proposal brings up several similarities and differences.  First the 
similarities: both designs serve as models of energy saving technology and also 
strive to both go to high levels is LEED certification.  Both proposals are critical 
in New York’s economy and its future.  They both provide plenty of office space 
as well as retail space and world class restaurants.  The proposals give great 
importance to open space for the public since there is always a need for more 
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outdoor spaces in the city.  They also provide transit access by subway.  Finally 
both proposals have the power to drastically change the skyline of New York City 
with brilliantly designed skyscrapers that define our current modern period.   
 There are also many ways in which these two proposals are different from 
one another.  Partly the fact that the size of the Hudson Rail Yard site is almost 
twice the size as the World Trade Center site is why there can be more needs met.  
The biggest difference I see is that the World Trade Center proposal is mostly 
about retaining several of the same elements of the old towers.  This new design is 
a remembrance to the past.  It is a memorial to what use to be.  It is also highly 
defined by safety features and also very symbolic of our country while the 
Hudson Rail Yards are a gesture to help New York’s economy and need for more 
space to provide work space and housing.   
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B. Comparison to previous BRAND development: Rockefeller Center 
 
Rockefeller Center, a "city within a city" which attracts millions of visitors 
and native New Yorkers every year.  The Center is a combination of two building 
complexes: the older and original 14 Art 
Deco office buildings from the 1930s, and a 
set of four International-style towers built 
along the west side of Avenue of the 
Americas during the 1960s and 1970s. 
Construction of the 14 buildings in the Art 
Deco style began on May 17, 1930 and was 
completed on November 1, 1939.  In the late 1920s, New York’s Metropolitan 
Opera became interested in the twelve acres of land between 48th and 51st Streets 
and Fifth and Sixth Avenues in mid-town Manhattan for the construction of its 
new home, along with several office towers. The project sought to replace the 
shabby brownstones and speakeasies in the area with modern skyscrapers, 
creating a new cultural and commercial center in the heart of the city’s fastest 
growing section.    
Rockefeller Center was the first development in the world to include 
offices, retail stores, restaurants, broadcasting studios, and entertainment venues 
in one complex. Among the latter, Radio City Music Hall (opened in 1932) 
stunned the audiences of the time with its breathtaking gold-leafed proscenium 
arch. Another crowd-pleaser, the skating rink, was built in 1936, after Rockefeller 
discovered that a system had just been invented that would make artificial ice for 
one of his family’s favorite pastimes. New technology was widely used 
throughout the complex, which for the first time featured high-speed elevators, air 
conditioning, and an elaborate underground concourse and parking lot.  
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VII. Precedent Analysis 
A. Developments 
1. Rockefeller Center, New York City, USA 
2. World Trade Center Redesign, New York City, USA 
3. Roppongi Hills, Tokyo, Japan 
4. Gare Montparnasse, Paris, France 
B.  Parks 
1. Bryant Park 
2. Union Square 
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Rockefeller Center, New York City
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Map of Rockefeller Center 
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Map of Rockefeller Center with Context 
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List of Buildings at Rockefeller Center 
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Observation Deck at Rockefeller Center 
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Roppongi Hills, Tokyo, Japan 
 
Tokyo's urban condition of narrow streets, sprawling low-rise buildings 
and few parks did not offer its citizens a high quality of life. What's more, the 
horizontally oriented cityscape did not stack up against other international cities. 
Renowned developer Minoru Mori envisioned a mid-town district that would 
afford citizens a better lifestyle and become a cultural center attracting people 
from all over the world. That vision is Roppongi Hills, Japan's largest private real 
estate development. Roppongi Hills integrates a full range of uses, offices, a 
world-class museum, residential towers, a luxury hotel, cinema, retail, a subway 
station and restaurants into a walkable community. Jerde made it a community 
people would want to walk by knitting the high-volume buildings with wide 
pedestrian pathways and generous open spaces - a rare sight in the crowded city. 
Additionally, Jerde incorporated natural materials and landscaping into the 
pedestrian-level uses. Since opening in April, Roppongi Hills has been embraced 
by the people of Tokyo as a new symbol of culture and urbanity. It has also 
established an important green district with ground-level parks and rooftop 
gardens. 
 
-Source: http://www.jerde.com/projects/project.php?id=85 
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Site Area  28.4 acres  
Total Building Area  724,000 sq meters  
Program  380,000 sq meters Office  
 148,000 sq meters Residential (840 units)  
 53,000 sq meters Hotel (390 rooms)  
30,000 sq meters Retail  
150,000 sq meters Restaurants  
6,300 sq meters Cultural  
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Maps, Diagrams 
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Sectional Diagram and Renderings 
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Gare Montparnasse, Paris, France
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After
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World Trade Center Redesign, NYC
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Union Square, New York City
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IX. Design Process – Master Plan Conceptual Configurations 
 
 
 
 
 
 
 
 
 
Scheme 1: 12 equal towers with only 1 large connection parallel to Highline 
 
 
 
 
 
 
 
 
 
Scheme 2: 12 stepping towers with small connection bridges 
 
 
 
 
 
 
 
 
 
Scheme 3: 7 stepping towers with large connection bridges
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Configurations on transitioning onto Highline 
 
 
 
 
 
 
 
Scheme 1: Mall atrium to transition to Highline 
 
 
 
 
 
 
 
 
 
 
 
Scheme 2: Concrete Pavers to transition from grade to platform to Highline
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X.       Final Presentation Drawings 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Zoning around Highline
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Open / Green Space Diagram
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3D Zoning Diagram  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Diagram Showing Future  
Projects near Highline 
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Aerial View showing extent of Highline 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Aerial View showing Midtown Manhattan
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Aerial View showing projected development
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Aerial Views showing site context and overall layout
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Aerial View 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Site Plan 
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Section Diagram 
 
 
 
 
 
 
 
 
 
 
 
30th Street Projected Elevation 
 
 
31st Street Projected Elevation
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Façade Elevation Study 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Structural Axonometric 
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Circulation Diagram 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Structural Axonometric 
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Typical Floor Layouts 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Structure Diagram 
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Interior Perspective of Living Room 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Interior of Office Space 
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Pedestrian Views
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Views showing pedestrian circulation onto platform and Highline 
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Perspective showing retail below Highline  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Perspective of pedestrian circulation onto platform and Highline 
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XI. Conclusion 
 
 
Looking back, I have accomplished many things throughout the totality of 
the project.  The biggest challenge was using the Highline in a way that 
was architectural rather than exploitive.  As well as transitioning up to the 
Highline and what the elements and features one should experience. There 
were many different usage types such as residential, pedestrian on street 
access, elevated pedestrian plaza with access to Highline, commercial 
spaces, office spaces, and services.  All while structuring a complex 
program that services many of the previously mentioned users needs.  
Other challenges included but are not limited to the project size and scope 
of work. 
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12. Metropolitian Transportaion Authority, WestSide Railyards 
http://www.mtawsy.com/en-US/ 
 
13. New York City Depart of City Planning, WestSide Railyards Project 
http://www.nyc.gov/html/dcp/html/hyards/hymain.shtml#vision 
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14. Perkins and Will, Branded Environments 
http://www.perkinswill.com/expertise/disciplines/branded.aspx 
  
15. Rockefeller Center 
http://www.pbs.org/wgbh/amex/rockefellers/peopleevents/e_rockctr.html 
 
16. Roppongi Hills 
http://www.jerde.com/projects/project.php?id=85 
  
17. Union Square 
http://unionsquarenyc.org/ 
 
18. World Trade Center Redesign 
http://www.renewnyc.com/plan_des_dev/wtc_site/new_design_plans/defa
ult.asp. 
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